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Introduction
The purpose of this report is to explore how social and digital media can be utilised by businesses, in order to widen their customer base and reach new customers. I will start by providing an overview of social media, including its development and use in recent years. I will then outline what marketing is, along with the traditional and modern methods used by companies. I will also identify how social media can be used for marketing and reaching new customers. Finally, I will examine the advantages and challenges of using social media tools to reach a wider customer base, then conclude the report with recommendations.

An Overview of Social Media
Social media refers to digital platforms and applications that enable people to communicate with each other and share and create content, such as photos and videos. It allows the formation of virtual communities and networking for professional and personal purposes. Examples of prominent social media platforms include Instagram, YouTube, Facebook, TikTok and X (formerly Twitter). 
Social media has revolutionised communication and plays a significant role in modern society - as of 2024, it is estimated that more than 4.6 billion people around the world use social media, which accounts for 59% of the global population (Kemp, 2023). The widespread use of smartphones has contributed to the exponential growth in social media use and has radically changed how people consume information and interact. Due to the increasing influence social media has on communication, business, culture, and politics, it has become a powerful tool in all aspects of our lives.

What is Marketing?
[bookmark: _Int_RM3kqIZ8][bookmark: _Int_tD9lBkTl]Marketing establishes a link between a consumer and product to promote, sell and distribute goods and services that meet the customer’s needs and values. According to Kotler et al (2013), “Marketing is a process by which companies create value for customers, and build strong customer relationships in order to capture value from customers in return”. This means that marketing is a two-way feedback process, and it is vital for a business to understand their customer’s needs if they expect to grow, increase sales, raise brand awareness, retain current customers and attract new ones. 	
Traditional and Modern Marketing methods
To reach a wider audience, traditional marketing methods focused on advertisements via mass media and physical routes such as print (newspapers, magazines), broadcasting (television, radio) and billboards. Direct face-to-face methods were also employed to reach customers locally. 
In contrast, modern methods focus on the digital word with online marketing such as websites, email, blogs and videos. To attract more visitors to a website, Search Engine Optimization (SEO) is used to improve a website so that it appears higher in search engine results when people look for relevant words or phrases. Social media marketing utilises the array of platforms mentioned earlier to engage audiences, create targeted advertising and increase visibility via influencer partnerships. In addition, mobile marketing has a wide reach with the creation of applications, SMS texting and mobile-friendly websites.

How social media can be used for marketing and reaching new customers
Businesses are using several strategies to increase brand visibility, engage with potential customers, drive engagement and reach wider audiences. Firstly, creating engaging content such as posts, images, reels and videos about products or services can attract attention and generate interest. Another effective strategy is collaborating with popular social media influencers who can promote brands and products to their established audience. If they haven't already, businesses are embracing influencer marketing as a key strategy to expand reach (Appel et al., 2020).
Using relevant, trending hashtags can also increase the visibility of content and attract new followers, as well as engaging with followers by responding to comments which can build trust. Finally, personalised targeted advertisements allow specific groups to be reached based on age, race, interests and location.  



Advantages of using social media tools
Employing social media tools is an effective, efficient and cost-effective way to reach a wider customer base. With social media, businesses can enter new markets, develop strong relationships with customers and reduce costs (Hegazy, 2022).
Social media platforms provide insightful real-time analytics, data and tracking on engagement, which is beneficial when evaluating the performance of a campaign or user views on a product. Furthermore, the user data provided by the platforms allows brands to create targeted adverts to specific demographics and with one click, they are directed to the brand’s website. This proves to be cost effective as businesses save money on expensive marketing campaigns and the flexibility of social media allows them to change strategy at any time.
	Features like hashtags, trends and influencer collaborations boost visibility, whilst direct interactions with customers build stronger relationships, trust and loyalty. By combining targeted reach, real-time engagement and data-driven insights, social media tools make it easier than ever for businesses to connect with more people, grow their presence and build a brand.
 

Challenges of using social media tools
Social media presents some challenges for businesses. The fast-paced nature of social media trends means that businesses must continuously create fresh, engaging content to stay relevant. They also need to ensure their branding and content is consistent across all platforms they use and not confuse customers (Kaplan, Haenlein, 2010).
They also need to actively manage negative feedback and public criticism, which can quickly spread and damage a brand’s reputation. A business can be targeted with increased visibility and exposure, so they must be quick to action in case of negative media and backlash. It therefore requires constant monitoring and quick responses, which can be resource intensive. Privacy concerns and data security are also major challenges, as mishandling customer data can lead to legal issues and loss of trust. 


Conclusion
In conclusion, it is evident that social media has become a powerful tool in modern society and its role in marketing and reaching new customers is becoming increasingly significant. Despite the risks, the benefits of using social media can have a significant, transformative impact on the growth of a business. It is vital to leverage social media channels to reach a wider audience, stay competitive, build relationships, increase brand awareness and reputation, which will all facilitate growth and increased sales. 
I recommend that all businesses establish a social media presence to enhance their visibility and engagement with customers. However, it is crucial to have a well-defined process in place to manage and mitigate any potential negative press. This includes having strategies for addressing complaints, responding to criticism professionally and monitoring social media channels to quickly handle any issues that may arise.
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